The NS (Netherlands Railways) has developed an instrument which allows the measurement of both hard and less tangible quality aspects. This instrument, the so-called TEM (train experience monitor), monitors the quality experiences of customers with an aim to influencing key areas and underlying aspects. The TEM is a measurement instrument based on scientific evidence and questions passengers on the most important aspects of the train and train journey. These can be either functional questions on, e.g., security, cleanliness and information provision, or more emotional questions on the atmosphere and comfort of the train, e.g., whether passengers find the train pleasant and they feel welcome, including the role of the staff. The experience of a train journey can be influenced in three dimensions: process, people and place. Our focus in this study is on the importance of the people dimension, and for this purpose, the train staff experimented with a number of scripts which varied in their approach to tannoy announcements, ticket control and service provision. The findings show that the script focusing on control in combination with a warm (instead of a rational/business-like) service provision generates the highest assessment of the staff. On scrutinizing the influence of the scripts on the general assessment of the train journey, it is quite clear that the aforementioned script has a significant and positive impact.
Introduction


Many studies on service provision have been carried out in the last 30 years. According to Chase and Dasu [1] , surprisingly, little time has been devoted to researching services from the customer's point of view. Pine and Gilmore [2] found that the service economy is turning into an experience economy, in which there is a growing awareness of the way in which experience affects consumer behavior. For more and more services, the argument is that not only should a good service be provided on a utilitarian level, but that it should also include the component of hedonic experiential value. Experiential value will always be created somewhere, sometime. Pine and Gilmore [2] compared a service to the theatre, in which the service environment is the stage, the staff are the actors and the customers are the audience. In the case of railways, the station can be seen as the stage set, with the staff as the actors. The set must serve the performance and the actors must know their roles. Employees need to know what responsibilities they have in order to contribute to the overall experience. This paper describes the results of an experiment in which staff match their communication and behavior as closely as possible to what passengers want.
Quality Dimensions of a Train Journey
It is important to appreciate that a journey by public transport is not a product but a service. The fundamental difference between a product and a service is that a service is produced and consumed at the same time. Therefore, the consumer is "in the factory" and experiences the service within the physical facilities of the service environment. The experience of a service can be controlled in three dimensions [3, 4] , which are interrelated:
 process: the service processes (e.g., timetables and information);
 people: the people present (staff and customers);  place: the service environment (e.g., design, colors and materials).
Processes are strongly related to time and the efficiency is key: the more efficient and smoother the deliberate choice of design and by adding the right (in)tangible stimuli to the environment. The key to changing passenger behavior therefore lies in influencing the emotions of our passengers. Emotions are influenced above all by the attitude and behavior of staff and by the quality of the train service environment.
Research Questions and Hypotheses
This paper describes a study in which aspects of the work of the conductor are manipulated. The study involved performing six "scripts" being distinguished. There were three main scripts, each with a warm version and a factual version. The factual version only provides functional information such as the departure time and a message indicating which stations the train stops at. The warm announcement also provides this information, but first welcomes passengers on behalf of the whole team and adds more service-oriented information, such as mentioning the availability of Wi-Fi on board the train and a quiet compartment where passengers are asked to respect the peaceful atmosphere.
The aim of the study is to see whether differences in customer perception can be identified between the different scripts and which scripts are rated most positively by passengers.
The survey questions relating to the passenger experience are as follows:
 What does the passenger think about the staff?  What does the passenger think about the train and the train journey?
The hypotheses are formulated as follows:  Hypothesis I: The visibility of the conductor is rated higher than mere contact via announcements;  Hypothesis II: A script with a warm approach is rated more positive by passengers than scripts with a factual approach;  Hypothesis III: The most highly appreciated scripts are those in which a service round is combined with a ticket inspection.
Scripts
Six different scripts were used: three main scripts, each with a warm version and a factual version.
 
Method
Subjects
A total of 5,026 (usable) questionnaires were distributed for this study. Of the 5,026 passengers who participated in the study, 46.9% were male and 53.1%
female. The average age was 37 years (SD (standard deviation) = 17.3). Table 1 shows the number of respondents per script.
Design and Procedure
Sixteen conductors took part in the study on a
The Impact of Train Staff on the Customer Experience 132 voluntary basis. They received two days' training led by a supervisor, the researchers and an actor to practice the scripts. This training was important to familiarize the conductors with the different scripts, so that each script could be performed clearly and the conductors felt comfortable with it. To give the scripts an authentic feeling and match them to the character of each conductor, the scripts were not written out word for word, but the core and structure of the text and mode of behavior were the same for each conductor.
Research was carried out among passengers to test the effect of the measures (scripts) used in the experiment. This involved a questionnaire supplied by TEM (Train experience monitor) [6] . A few extra questions concerning the staff were added to this standard questionnaire to find out what customers think of them.
The survey was carried out on 17 measurement days between March 12 and April 20, 2013. The experiment was carried out exclusively on intercity trains. The study was conducted on different routes across the country, both on weekdays and at weekends, during peak and off-peak periods.
Measurements
The variables are measured on a 10-point scale where 1 means "strongly disagree" and 10 means "strongly agree" or (depending on the question) "very poor" and "excellent", respectively. The questionnaire includes items that focus on dissatisfiers and satisfiers within the following themes: speed, staff, atmosphere, comfort, safety and cleanliness, plus a number of general opinions. Opinions regarding staff are measured with questions such as "During this train journey, I think the NS (Netherlands Railways) staff are ... visible/friendly/professional, etc.".
Results and Discussions
The main question is which of the scripts performed by the conductors is most appreciated by passengers. To answer this question, all six scripts are compared with one another. The scripts are compared with one another in different ways based on the variable of general opinion of staff: firstly, all six scripts with one another (Script 1a vs. Script 1b vs. Script 2a vs. Script 2b vs. Script 3a vs. Script 3b); secondly, all factual scripts versus all warm scripts (a vs. b); and thirdly, the "announcement only" scripts versus the "service and inspection" scripts versus the "service" scripts (Script 1 vs. Script 2 vs. Script 3).
Comparison of Six Scripts
From the comparison of the six scripts (Tables 2 and  3 and Fig. 3 ), it appears that the scripts differ significantly from one another and that staff are rated most positively in Scripts 2b (service and inspection (warm)) and 3b (service (warm)).
We also find significant differences between warm and factual scripts, in which the warm scripts are viewed more and more positively by passengers than the factual scripts. Even when the conductor only uses the announcement, a warm announcement is rated more highly than a factual announcement. However, the physical presence of staff scores better than the announcement. It appears that passengers appreciate it if they not only hear the train staff, but also see them.
To determine which scripts differ significantly from one another, a post-hoc test (Bonferroni) was performed. These results can be found in Appendix A.
We find that there are significant differences between the factual and warm scripts and between the announcement on its own and the combination of announcement with inspection or service round. The results remain the same when we control for weekday/weekend, peak/off-peak, delay/no delay. We consider which scripts are viewed more positively in the following.
Comparison of Factual and Warm Scripts
Looking at factual versus warm scripts, we find that the staff receive a (significantly) higher score from passengers in the case of a warm script rather than a factual script (Tables 4 and 5 and Fig. 4 ).
Comparison of Announcement Only, and Service and Inspection, and Service
We also compare the averages of the three main variants: "announcement only", "service and inspection", and "service". The results indicate that all three scripts differ (significantly) from one another: passengers' general opinion of staff is the highest when the "service and inspection" script is used, followed by the "service" script and finally the "announcement only" script (Tables 6 and 7 and Fig. 5 ).
To determine which scripts differ significantly from one another, a post-hoc test (Bonferroni) was performed. These results are shown in Table 8 . It appears that all the scripts differ significantly from one another. Customers even notice a difference between a service round on its own and a service round combined with a ticket inspection. As we saw earlier (Fig.3) , the service round combined with inspection is rated the highest. It appears that passengers not only require service, but also like it when the conductor inspects their ticket, which after all they have paid for. Without an inspection, passengers may have the feeling of not being taken seriously and that they have paid "for nothing".
Regression of Opinion of Train Journey
What is the contribution of staff to the general opinion of the train journey? If we look at the importance of each script separately (Table 5) , it is clear that the contribution to the general opinion of the train journey is the greatest in the case of Scripts 2a (service and inspection (factual)) and 2b (service and inspection (warm)): both account for 30% of the general opinion of the train journey. Fig. 6 shows the contribution of each theme in the case of Script 2b. For comparison, Fig. 3 shows the contribution of staff in the normal situation, without the use of scripts. The contribution of staff remains at 15%.
It is noticeable that the increased contribution in the case of Script 2b, for example, is at the expense of the effect that the timetable has on the general opinion of train the journey.
Feedback on Hypotheses
The formulated hypotheses were as follows:  Hypothesis I: Visibility of the conductor is rated higher than just contact via announcement. This hypothesis is confirmed. Scripts 1a and 1b (where the conductor only has contact with passengers via announcements) are rated significantly lower than the other scripts (where the conductor is visible). From the comparison of the scripts "announcement only" (Scripts 1a and 1b), "service and inspection" (Scripts 2a and 2b) and "service" (Scripts 3a and 3b), it appears that Scripts 1a and 1b are rated significantly lower than Scripts 2a and 2b and 3a and 3b (Fig. 3) .  Hypothesis II: Scripts with a warm approach are rated more positive by passengers than scripts with a factual approach. This hypothesis is confirmed. Scripts with a warm approach are consistently rated higher than factual scripts (Fig. 3) . This is true for each variant (announcement, inspection, service and inspection) and in all circumstances (peak and off-peak, weekday and weekend, without delay and with delay);  Hypothesis III: The most highly appreciated scripts are those in which a service round is combined with a ticket inspection. This hypothesis is confirmed. Passengers appreciate a service-oriented inspection round most of all (Fig. 3) . The greatest difference is that between an announcement on its own and the conductor's physical presence in the train, he is also visible to the customer. The difference between a warm service round and a warm service round with inspection is not so great. Passengers appreciate a warm service round (where they are not asked for their tickets) even more than a factual inspection round.
Conclusions
Summary of Findings
From the experiment with different scripts (warm and factual), it appears that, in all circumstances, warm, The Impact of Train Staff on the Customer Experience 136 service-oriented scripts are rated (peak/off-peak, weekday/weekend, delay/no delay) more positively than factual scripts, in which only functional messages are given. The differences between scripts can amount to a whole point (Script 1a scores 6.8 compared with 7.8 for Script 2b in Table 2 ).
Use of the warm scripts increases the relative importance of the role of the staff in the overall service-provision. The staff's contribution to the general opinion of the train journey increases from 15% in a normal situation (without scripts) to 30% in a situation where the warm scripts are used with inspection ( Fig. 6 ). It is noticeable that this is at the expense of the basic service (performance of the operating schedule) and not of the role of the service environment ( Figs. 1 and 6 ).
Practical Implications
The results show that, in all circumstances, warm and service-oriented scripts lead to a more positive travel experience than the more functional scripts. When things are very quiet, the conductor can walk through the train easily and has more time to make personal contact with passengers. In this case, the warm service-oriented scripts are highly suitable, whether or not combined with an inspection. Such use of scripts depending on the situation improves the general opinion of the train journey, and staff come to play a more important role in the overall service provided to the passenger. And as Pine and Gilmore [2] have previously said, "when the actors know their role, the overall performance is undoubtedly better".
